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Social media networking tools such as Facebook are regarded as innovative communication tools 
that have played a significant role in organisational settings particularly in transforming business and 
company values. However, very limited attention has been given to the adoption of social media tools 
by non-profit organisations (NPOs) especially in Libya, where it is increasingly becoming difficult for 
NPOs to maintain strong connections with regular and potential donors as well as volunteers. In view 
of this, the need to explore how NPOs have adopted and used Facebook to overcome these 
challenges have become important. Therefore, in-depth interviews with managers in Tripoli were 
carried out. The interview data were analysed thematically and the findings showed that 
environmental factors and Facebook dynamism had motivated the adoption and use of Facebook to 
drive NPOs; in addition to trust and sense of belonging they provide. The findings of this study 
provided more understanding for NPOs, donors and companies serving the non-profit sector in 
concern of significant behaviour and trends that revolve around Facebook as part of NPO’s 
fundraising and advocacy works. The study has significantly contributed a fresh angle on the 
application of social media tools by NPOs to build as well as maintain relationships with donors. 
Therefore, it is recommended that NPOs take advantage of the popularity and dynamism of Facebook 
among donors by paying more attention to the needs and concerns of donors in the area of trust and 
awareness. 
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As a result of the increasing modifications in technology knowhow, social media has become 
a foundation for higher and multistage communication (Kietzmann, Hermkens, McCarthy & 
Silvestre, 2011). Social media is a group of Internet-based applications built on the ideological 
and technological foundations of Web 2.0, allowing the creation and exchange of user-
generated content (Kaplan & Haenlein, 2010).  The use of social media according to Nah and 
Saxton (2013) is progressively popular in communicating with the public and enhancing public 
relations by non-profit organisations (NPOs). Social media provides organisations and public 
relations practitioners opportunities for creating, sharing, posting, documenting as well as 
relaying communication content on the Internet to public (El-Kasim & Idid, 2016). 
 Non-profit organisations are established for public or mutual benefit other than 
generating profit for owners or investors (Salamon 1999), and the profit must all be used to 
support the operation of the organisation (Anheier 2014).  Consistently, NPOs have been 
successful in the realisation of numerous objective utilities which has supported in bringing up 
as well as sustaining civil society (Boris, 1999). Non-profit organisations give the justification 
and infrastructure for creating social networks which support strong communities (O'Connell, 
1999).  Thus, it could be concluded that technology, the internet and social media are the new 
tools of new media and they are to be incorporated into the marketing plans of NPOs (Milla, 
Santos & Ristic, 2017). 
 Non-profit organisations in Libya also aim to achieve their goal of enhancing the 
welfare of their community members by involvement in governance of democracy, affecting 
public policy and authorising the community members for effective representation. Before the 
uprising in 2011, Libya had few NPOs such as Gaddafi International Foundation Charity 
Association (GIFCA). This non-profit organisation helped people in Libya and in other nations 
in terms of shelter, food and medical services.  
After the revolution, the GIFCA had closed down therefore providing an opportunity 
for international as well as home-grown NPOs to help Libyans affected by the war. Based on 
the database of the Culture and Civil Society Ministry, more than 2107 home-grown NPOs 
functioned in Libya in 2013 (Al Gergawi, 2015). Several of these NPOs used social media as 
a tool to connect, communicate and make the public aware about their organisation, increase 
trust, motivate others to join their organisation, or encourage audiences to contribute financial 
support. For example, in a Facebook page called iLibya, members and followers were invited 
to join their activities or donate funds (Arab Social Media Report, 2011).  
 In the trajectory of literature examined, it is evident that social media has become 
entrenched in the activities of people in Arabic countries including Libya.  Most people use 
social media especially Facebook to access campaigns, political debates and other interactive 
activities.  Facebook was also identified to be the most common social networking site in the 
Arab nations.  Very importantly also, NPOs have recognised the importance of Facebook as a 





In general, the use of social media networks such as Facebook continues to grow in popularity 
since it is regarded as an innovative communication tool in transforming business and company 
values (Lovejoy & Saxton, 2012). In spite of this, very limited attention has been given to the 
acceptance of social media tools by NPOs (Lovejoy & Saxton, 2012; Waters, Burnett, Lamm, 
& Lucas, 2009).  At present, volunteer organisations are being confronted by the tasks of 
recruiting and retaining volunteers where the challenges were not found in different 
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organisations (Terasaki, 2017). Although social media use is growing amongst individuals - its 
adoption, use, as well as effectiveness for NPO activities is unknown. Just as the role of the 
media is imperative in understanding the political set-up of a country, so is social media in 
creating understanding and awareness about NPO activities (Ahmad & Othman, 2014). 
Similarly, this innovation has been broadly studied in the context of profit organisations but 
has been less studied in NPOs (Hull & Lio, 2006).  
 The result from a research by Hull and Lio (2006) found that NPOs are extremely risk 
averse and this may often be a disadvantage to them. Therefore NPOs to rethink methods to 
improve relationships with their donors through social media. Organisations are not only using 
their Facebook account to announce their activities and ask for donations but are also using 
social technologies to build networks and to raise balanced communication between them and 
their receivers (Greenberg & MacAulay, 2009). Even more so, no known study of such has 
been documented on the situation in Libya.  
In Libya, the roles of NPOs have unquestionably significant after the uprising of 
February 17, 2011 where on that day, it was reported that supporters of the Libyan opposition 
had taken to the streets and Green Square during the Day of Revolt. In the wake of the uprising, 
civil society organisations such as NPOs were able to proliferate in a newly found participatory 
climate and the emergence of civil society organisations has been inspiring (Al Gergawi, 2015).  
Even so, social media such as Facebook became a hurdle for NPOs as they have to learn about 
active participation on Facebook and comprehend methods of utilising social media to increase 
the number of Facebook members, considering the speedy expansion of social media 
phenomenon (Waters et al., 2009). At most, NPOs would only provide external links to news 
reports, pictures, and discourse boards. NPOs would also attempt to engage with concerned 
publics by merely sending them e-mails to get further data (Waters et al., 2009). For this reason, 
how NPOs in Libya use and embrace social media should be examined. This present research 
was carried out to fulfil the gap of how NPOs in Libya implement and use social media 
particularly Facebook to interact with their donors. 
 Social media networking tools such as Facebook, are regarded as innovative 
communication tools that have played a significant role in organisational settings, particularly 
in transforming business and company values.  Ellison, Steinfield, and Lampe (2007) noted 
that online social media is a cost-effective way to reach diverse audiences in addition to retain 
a conversation with them, so as to improve an organisation’s capability to get to both new and 
existing members. Past studies revealed that individuals are more likely to engage in 
volunteering for or giving back to an organisation if that organisation is a part of their social 
network (Brady, Schlozman, & Verba, 1999; Wilson, 2000).  Therefore, given its importance, 
Appleby (2016) reiterated that social media would motivate non-profit organisations to rethink 
methods to improve their relationship with donors. 
 Previous studies only provided clues about the extent and character that stakeholder-
associated organisational communications that are facilitated by social media diffusion (Kent 
et al., 2003; Waters, 2007). In addition, there is limited research that have discussed the ways 
in which establishments utilise social media to interact with their stakeholders and the general 
population extensively (Lovejoy & Saxton, 2012).  
 This study highlighted the effectiveness of social media as a medium of interaction 
between NPOs and donors. The main objectives of this research are to investigate the factors 
that motivate NPOs to adopt and use Facebook, to identify the challenge that NPOs face in 
using Facebook in their daily activities as well as to understand the perception of NPOs about 
the effectiveness of Facebook for organisational campaigns. 
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SOCIAL MEDIA AND NON-PROFIT ORGANISATIONS 
 
Non-profit organisations are an essential part of the social, political, and economic landscape 
of a contemporary society.  However, NPOs are faced with many issues related to funding 
revenues, high competition, heightened needs for responsibility, as well as spaces to access the 
latest technology (Young & Salamon, 2002). The World Wide Web, for example,  provides 
opportunities to synergistically attain an array of people, including volunteers, donors and 
journalists (Kang & Norton, 2004).  Greenberg and MacAulay (2009) mentioned in their study 
that the capability of social media remains mostly unused whereas online communities and 
social media offer a new approach of harnessing loyalty and passion. 
 Given the important roles of NPOs in the society and social media in the facilitation of 
dialogic relationship-building messages, it is important to understand the acceptance as well as 
use of social media by such establishments (Nah & Saxton, 2013). Social media provides   
opportunities for NPOs to increase their community presence, impact, effectiveness, and 
efficiency (Ellison, 2007). However, Nah and Saxton (2013) said there is no positive 
interaction between the ratio of fundraising and social media use. 
 Another impact of social media on organisations emanate from being honest and 
trustworthy. In an effort for establishments which operate for non-profit or profit to become 
credible, they become more transparent and open in their actions. Considerable information 
regarding their numerous acts, process of making decisions,  source of decision and information 
are made accessible for the public, therefore organisations which utilise social media 
comparatively  will be more successful in attracting more members and donors compared to 
organisations which neglect to (Harquail, 2011).  
 However, despite its enormous benefits, social media do have shortcomings. As 
mentioned by Hoffman et al. (1995), the primary barrier to the operation of social media as an 
avenue for public relation is the lack of access to the internet facilities. The accessibility 
problem is not merely speedy internet connection, but also the core necessity for hardware and 
software. Accessing internet cafes in certain nations are also rather costly (van Brakel & 
Chisenga, 2003). Rubeinstein and Griffiths (2001) mentioned that social media fails to function 
effectively when organisations restrict web feedbacks, pictures or videos which can hurt 
organisational reputation. Social media poses serious risk to the organisations’ reputation since 
they   are not able to fully control the flow of information on the manner in which the 
organisation is viewed specifically when it comes to online surroundings (Ihator, 2001; 
Reddington & Francis, 2011).  
 It is imperative to understand the way in NPOs accept and utilise social media because 
it is a great way for non-profit establishments to gain support and interest. Traditionally, non-
profit establishments have not been very receptive in adopting the internet and are perceived 
to be about five years behind when compared with the profit sector (Macedo & Pinho, 2006). 
Although the internet affects almost all non-profit activities, NPOs in Libya are still not 
utilising the internet to raise awareness, creating an information resource, fund-raising, and 





In the Arab region, Facebook is still gaining users, thus the researcher needs to further 
understand their adoption and usage. A qualitative research approach was proposed in this 
research to make suitable inferences from the vast amount of data collected.  
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Population and sampling 
The researcher conducted the study in Tripoli, the capital and the largest city of Libya, which 
is home to 1.7 million of Libya's 6.4 million citizens. There are 700 non-profit organisations 
operating in Tripoli that are registered with the management of the Culture and Civil Society 
Ministry of Libya. Since the researcher intended to find how Libyan NPOs adopt and use 
Facebook to interact with donors, the most suitable respondents who can provide information 
are the managers who have already adopted Facebook in their non-profit organisations.  
 The NPOs were selected for this research by using purposive sampling methods. 
Purposive sampling was used to obtain facts from precise target groups who pass the criteria 
set by the researcher (Sekaran & Bougie, 2009). For this research, the researcher selected 
participants from NPOs that have different missions or visions. For instance, The Fakher Libya 
for Charity which is responsible for giving food and clothing to the displaced people in Libya. 
Another example is the association of “Love it Build it” that give medical support to the aged 
and also women. Another NPO that played an important role in Libya is the Volunteer Libya 
Team that comprise of Libyan and Non-Libyan volunteers who assist in restoring and 
establishing Libya as a stable and democratic nation. This involves co-ordinating efforts to 
reconstruct the country. The organisation views that in a democratic system, the legal status of 
a citizen arrives with rights and responsibility. Therefore, a dynamic citizenship is to involve 
oneself in his society, caring for the underprivileged, voting, and serving as a rescuer when 
assigned.   Another Libyan non-profit organisation is 1Libya. This organisation was launched 
at the wake of the revolution, March 2011, to help liberate the Libyan nation by supporting free 
media. 1Libya paid attention to the media, civic education, and the essential areas for the 
development of modern democratic state. The organisation conveys civic education and builds 
the capacity of media, since these are very important to the Libyan development. Therefore, 
media professionals are trained, greater participation of women in politics are supported, and 
useful debates concerning the Libyan society are facilitated. Support has been given to roles 
that could make democracy prosper in Libya such as political researchers, journalists, radio 
managers, and photojournalists. The varied functions and roles of NPOs here help the 
researcher to identify patterns despite NPO differences (Patton, 2005). 
 In view of the criteria set out for this study, 90 non-profit organisations that meet the 
preceding criteria, in addition to the establishment of a Facebook page for a minimum of two 
years (at least 2013 - 2015) were purposively selected. Next, one manager was selected from 
each of the 12 major districts in Tripoli, hence the total interviewees are comprised of 12 
managers. However, in terms of deciding the number of suitable samples for the study, the 
researcher also took into consideration the issue of data saturation i.e. when no different or 
pertinent information emerges or no new information or themes are observed in the data.    
 
Interview questions 
Interview protocol was the main research instrument used to collect the data from the 
informants. The researcher adapted the protocol from the studies done by Scherer (2010) and 
Lassila (2010) due to their relevance, where the researcher developed and streamlined the 
instrument to be suit this present study. The initial questions raised tried to explore the level of 
involvement among managers were generalised to social media, but was later reframed to fit 
the study context. 
 The interview session comprised of two major sections. The orientations of the first 
section was used to get personal information and business information of the respondents. The 
second part of the interview intended to understand how NPOs in Libya adopt as well as use 
social media to interact with donors.  The list of questions which guided the interview for 
managers consisted of 30 questions. In this research process, the researchers interviewed 
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managers from the chosen NPOs with a strong knowledge on adopting and using social media 
for non-profit organisations.  
 
Data analysis 
Thematic data analysis technique was used to analyse interview data. The researchers followed 
guidelines  by Creswell (2012) to carry out data analysis stages. According to  Creswell (2012)  
it is used to facilitate the process of storing, sorting, coding, analysing and perpetration of 
representation of the data. The researchers started by creating new NVivo project, then created 
internal folder source for interview information, set classifications folder and nodes folder. 
After that the researchers started by coding the answers from the informants. Coding  is the 
process of gathering and transferring text, phrase, visual, audio, or video on a specific theme 
at a node that represents the theme (Ahmad & Othman, 2014).  
 
 
FINDINGS AND DISCUSSION 
 
Profile of informants  
Twelve (12) informants formed the total sample for this study. Out of the twelve informants 
from the non-profit organisation, one (1) of them adopted and started using Facebook from 
2009, two (2) adopted it in 2010, four (4) adopted it in 2011 while five (5) have adopted it in 
2012 (Table 1).   
 
Table 1. Informant's Profiles 
 
S/n Informants Age Organisations Position Year of 
Establishment 
1 Informant M1 26 The Fakher Libya for Charity Executive Director 2011 
2 Informant M2 27 Ihsan charitable Association Director-General 
and Coordinator 
2012 
3 Informant M3 30 Association Of Road To The 
Heaven 
Director  2012 
4 Informant M4 26 Association of Trabulass 
Alkhair, Mercy And 
Blessings Of God 
Director  2012 
5 Informant M5 32 Association for Every Good 
Work Handout 
Director 2012 
6 Informant M6 29 H2O Organisation of 
awareness and good  
Executive Director 2009 
7 Informant M7 27 Libyan youth Association Founder 2011 
8 Informant M8 38 Association of Soul By Soul Director of the 
Association. 
2010 
9 Informant M9 28 Association Gathered To Do 
The Good 
General Director 
of the Association 
2011 
10 Informant M10 29 Association of Love It Build 
It 
Chairman 2012 
11 Informant M11 30 Libyan  volunteer Association Chairman 2010 
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Motive for adoption of Facebook  
Answers to the questions were generated through an organised and systematic manner in a 
prolonged engagement with the all informants, and through the standardisation of the field 
notes and recording. The emerged answers are therefore processed and presented through 
NVivo10 in themes, subthemes and smaller subthemes. Subsequently, the following 
subthemes: environmental factors and Facebook dynamism emerged. Therefore, the following 
surfaced for environmental factors as sub-themes: popularity of Facebook, cluttering internet, 
and high information need. Also, in relation to Facebook dynamism, the following sub sub-
themes emerged: mobilisation of grassroots supports, multimedia platform, diverse reach and 
ease of use all of which determined the motive and use as indicated in Figure 1.       
    
 
Figure 1.  General Motives in the Adoption of Facebook 
 
Environmental factor 
One of the motives for the adoption and use of Facebook by non-profit organisations were the 
environmental factors that summed up the reasons; such the popularity of Facebook, cluttering 
of internet and high information need as disclosed by the informants of this study.  In a study 
carried out by Bai and Yao (2015), the results posited that the prevalence of rank effect and the 
conformity effect and other factors happening in the environment at the individual level had 
affected Facebook and adoption of other sites. 
  
Popularity of facebook 
The popularity of Facebook emerged as one of the factors that influenced the NPOs’ adoption 
and use of the social media for their interaction with donors and the public at large. In line with 
this, significant numbers of informants disclosed that the popularity of Facebook among adults 
and youths in Libya has been one of the motives to use Facebook to interact and lobby for their 
organisations. For instance, Informant M10 disclosed that, “we did not look for any other 
source to get in touch with our contributors except Facebook, as it is the most common and 
useful social network around the world nowadays”. In relation to that, Informant M5 
specifically stressed further on why the popularity of Facebook is a factor, “Facebook is the 
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most common and widely used in Libya since 2010 to the present, and that what motivated us 
to have it as the main source of supporting us”.  
 
Cluttering internet sites 
The analysis of the data from the informants has shown that the challenges faced by non-profit 
organisations in the past regarding cluttered internet sites are inaccessible blogs for the public 
and donors. This problem was linked to information overload on internet which then lead to 
disarray and cluttering.  Confirming this, Contreras, Corcho and Gómez-Pérez (2009) revealed 
that one of the prevalent difficulties faced by users in the information society is information 
overload, which is heightened by the enormous size of the World Wide Web. 
 Therefore, most of the non-profit organisations adopted and use Facebook for their 
activities. Informant M2 for instance noted that, “Facebook becomes the right channel of 
reaching the donors because other means such as YouTube and weblog are not easily 
accessible to people”. Another manager, Informant M9 stressed that, “In fact one of the reason 
for adoption of Facebook was because other channels have become difficult to use and 
complicated”. The conventional channels such as radio, television, and newspaper have been 
found to be less attractive to younger Libyans as such the need to adopt or consider social 
media such as Facebook, was found to be more effective. 
 Corroborating this Informant M1 noted that, “Because other means in the internet have 
become jammed, and unorganised”. Also expressing his perception on the reason for the 
adoption and use of Facebook, Informant M9 emphasised that, “On many occasions we find it 
difficult to contact our donors through letters, then later through e-mail due to traffic but when 
we realised the ease and simplicity of Facebook we adopted it”. Both Informants M3 and M4 
also alluded to simplicity of Facebook as the determinant of its adoption and use. These 
perceptions as voiced by the informants showed the importance of Facebook as the best 
alternative to other social media sites for non-profit organisations.  
 
High information need 
Scholars, Breeze (2011) and Rose-Ackerman (1987) have noted that considerable attention has 
been placed in regards to how many donors contribute, reasons to contribute, and the criteria 
of contribution.  There has been little consideration of how donors decide on which charities 
to support, through which channel they usually get information and what extent information 
they need. These were identified the informants as high information need. For instance, 
Informant M11 disclosed that, “Many people need information and we have to give them 
through Facebook because other social media are not easy for to use”. Explaining further on 
this, Informant M8 said, “You know that the generation we are dealing with needs frequent and 
detailed information on everything, and Facebook is giving the opportunity to meet these 
needs”.  
 
Facebook dynamism  
The challenges faced by non-profit and other charity organisations is the ease of use, diverse 
reach and a multimedia communication platform that can be fulfilled by Facebook. As noted 
by Revill (2015), Facebook has become distinguished as a dynamic online promotion platform 
that differs from other social sites. The dynamism of Facebook has helped organisations and 
businesses to have a range of flexible options when it comes to reaching new and existing 
donors and customers.  
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Mobilisation of grassroots supports 
Grassroots mobilisation for charity organisations is a way to create public support by building 
awareness and using it to complement activities. The more mobilisation is utilised, there would 
be a greater chance to make an impact on the society. Informants of this study have identified 
Facebook as the right channel to mobilise and persuade people to do things such as donate, 
volunteer, and join as members. Describing how Facebook fits into this, Delany (2012) and 
Sanbakken (2014) said one of the most effective ways to spread a campaign’s message and 
mobilise online across to grassroots is to get someone else to join the campaign as well. 
Informant M7 for instance noted that: 
 
“When we started using Facebook, we noticed the difference in the prevalence of 
news and the responses to our posts, which made us depend on it completely up to 
the present day, a lot of grassroots have been reached through Facebook” (Inf. 
M7). 
 
 Another manager of the non-profit organisations, Informant M9 described the impact 
of the adoption and use of Facebook for mobilisation of grassroots: 
 
“The main benefit derived from the use of the page is, when the number of Facebook 
users increases and the number of our page followers’ increases, then the number 
of the donors will increase too. From here we conclude that the benefit is to 
facilitate communication between the sender and the receiver at any time” (Inf. 
M9).  
 
 Still on the impact of Facebook as a mobiliser of the grassroots for non-profit 
organisations in Libya, Informant M12 expressed his view in this statement: “With Facebook 
my organisation now gets supports and donation from across Libya compared to the past.”  
 
Multimedia platform 
As the name indicates, multimedia is the combination of multiple forms of media. This includes 
text, video, audio, graphics, etc. In this case, Facebook is one of the leading social media 
platforms, with more than one billion users, turning it into a common tool to use while trying 
to reach, as well as connect with, a massive number of people promptly. Therefore, it is being 
adopted and used for non-profit organisation work because Facebook allows share status 
updates, videos, text, photos, events, links and other multimedia content with the public, friends 
as well as followers.  
 In a similar perception, the informants attested to the impact of the multimedia platform 
of Facebook as a reason for its adoption and use among charity organisations. For instance, 
Informant M10 enumerated the following: 
 
“All our possible and intended public can be reached quickly and easily through 
Facebook. Unlike before that it takes messages to get across, through Facebook, 
we post video, audio, text and pix. So great. Facebook has lots of properties, on our 
page we depend on uploading photos and videos that carry the work we have done 
through our campaigns” (Inf. M10). 
 
 Also, Informant M2 stressed that the opportunity to reach the donors and the public 
Facebook’s multimedia platform is one of the major reason for adopting it to interact with 
them. He noted that: 
Special Issue: The Sixth International Conference 
in Communication and Media – ICOME’18 
 84 
“We depend on posts, photographs and videos as a kind of authentication and 
building a trust and confidence among us and donor. The association is using all 
the features that are possible on Facebook from photos, publications and videos. 
We sometimes use only posts or sometimes posts including photos and other times 
posts with videos depending on the materials that we have about the event or the 
campaign we are running” (Inf. M2).  
 
Diverse audience reach 
The ability of Facebook to provide opportunities for NPOs to reach diverse publics and donors 
has been one of the motives for adopting and using it for charity works. The reach of Facebook 
has been a phenomenon. Social media, especially Facebook connects people in a way few 
things can. Therefore, for charity organisations, nothing could be more important in reaching 
as broad an audience as possible. According to Informant M1 who narrated the essence of the 
diverse reach of Facebook for charity organisation, mentioned:  
 
“We found that most of the people and shareholders in our association have 
accounts on Facebook, making the page spread where interaction is easy and we 
can have posts about any event the association planned to do or is doing. We have 
created our page on Facebook as it is one of the most important social media pages. 
We created the Facebook channel as a means to reaching our many donors and 
potential ones. The main benefit of our association through its interaction with its 
own page on Facebook is the ability to reach the largest number of people, using 
such social network is really useful by giving us the support easily to advertise 
about whatever we need”. (Inf. M1).  
  
Similarly, Informant M6 reiterated that the reason for the adoption is due to the fact that, 
“Facebook is a tool that provide the opportunity to reach a large and wide populace”. Also, 
Informant M7 disclosed that they adopted and use it because, “We use…because Facebook has 
helped us in reaching high and diverse groups of people”. To Informant M9, charity 
organisations adopt and use it because of the following: 
 
“Facebook has created a good relationship between the contributors and the 
people who were in need to us. The choice of Facebook by our organisation was 
due to its availability to reach wide and quick. The speed of displaying the 
association to reach a large number of community members whenever you are” 
(Inf. M9). 
 
Ease of use 
Facebook is generally the easiest to use networking platform. Particularly, one can text, 
comment, like posts made by others by means of just a click of the mouse. Thus, this is the 
stronger reason for the attainment of universal popularity of the website. It is has been noted 
that the ease of use has led to higher perceived effectiveness and ultimately bigger intensity of 
use (Lane, & Coleman 2012). Similarly, Sibona and Choi (2012) said that the end-user 
fulfilment on Facebook through supposed ease-of-use and perceived usefulness are mostly the 
reason for its adoption and use.  
 In line with this, the majority of the Informants have also stated that Facebook ease of 
use is one of the reasons why they use and adopt Facebook for their charity work. Informant 
M12 noted that the adoption is due to the fact that, “Facebook is simple and easy to use. Its 
features were not complicated, because it was founded to facilitate the process of contact and 
communication between people”. In a similar tone, Informant M8 put it thus, “Facebook has 
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many benefits, and it is clear, simple, uncomplicated, easy to use, and easy to get common on 




Based on this study’s findings, it can be concluded that environmental factors along with 
Facebook dynamism play the predominant role in the adoption process. For instance, the 
adoption was not just about availability and popularity of Facebook but concretely, due to the 
organisations’ need for diverse reach as well as ease of use and the multimedia platform which 
Facebook provides. In addition, the public and especially the donors can also engage directly 
with NPOs several platforms of Facebook where comment or share can be made on either 
video, audio, photo or text. All these provide the highest level of interaction because they 
require more efforts to directly respond to organisational messages. Moreover, given that both 
organisations and donors can easily access other commenters’ messages and observe the 
conversation, they can participate in ongoing dialogues and engage as well as with potential 
donors.  
 As part of expanding knowledge on the impact of Facebook on NPOs, it is important 
for future study to examine what is posted on Facebook and the influence on support for 
organisations. From the angle of the methodology, future research should consider engaging 
other approaches particularly, such as case studies, content analysis and surveys in order to 
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